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2009-10 WINTER CAMPAIGN

WINTER RESULTS & RECAP

M O N T A N A Office of Tourism, Department of Commerce ¢ June 2010



WINTER OVERVIEW: Timing

+ Print:

— Nov. 1, 2009 — Feb. 28, 2010

+ Online;

— Oct. 15, 2009 — Feb. 28, 2010

+ Central Park Event:
— September 23, 2009
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WINTER OVERVIEW: Media Budget

+ National Online: $664,990
+ National Print: $259,555
+ Central Park Film Event: $15,000

+ TOTAL MEDIA: $939,545
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Winter 09-10 Recap Report

ONLINE OVERVIEW
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WINTER ONLINE PARTNERS

+ Portal Site

— Yahoo! (Including Yahoo! Network)

+ Premium Content/Travel Enthusiast
— Discovery (Travel Channel, Discovery and How Stuff Works)
— National Geographic
— Tripadvisor

+ Enthusiast
—  SKki
— Skiing
— Freeskier (Freeskier and Snowboard-mag.com)
— Away Network (Away.com and Outside)
— Matador

M O N T A N A Office of Tourism, Department of Commerce ¢ June 2010



ONLINE BUDGET

+ National Online, MTOT'’s total buy: $664,990
— MTOT spend: $609,382.50

— Co-op spend: $55,607.50*
« Glacier Country: $5,304.00
* West Yellowstone Chamber: $696.00
«  Whitefish CVB: $7,750.00
- Big Sky CVB: 19,535.00
« Bozeman CVB: $16,072.50
* Yellowstone Country: $6,250.00

September October November _ December January February :nml Total Net Cost
317 [14]21]28] 5 [12]19]26] 2 | 9 [16]23|30] 7 [14]21]|28] 4 [11]18]25] 1 | 8 [15]22

Discovery Digital 21,100,625 $200,000
National Geographic | 7,663,500 $78,618
Yahoo | 11,060,154 $61,500
Matador | 2,400,000 $100,000
Trip Advisor | | Westem Ski Destinations Media 3,700,000 $36,320
Away Network | 2,753,360 $25,440
Backpacker |

SkilSkiing | 3,800,000 $42,540
Freeskier/Snowboard I 3,820,000 $45,150
Search | $30,000
Ad serving | $45,422
ONLINE TOTAL | I | | [ 56207639 | 5664990




OVERALL PERFORMANCE

+ Campaign delivered at 125%

+ MTOT Placement Click Through delivered strongly over standard
industry average (0.10%) at 0.15%

+ Ground-breaking creative executions

Planned Impressions: 42,937,327
e Delivered Impressions: 53,607,983
Percent Delivered: 125%

CTR: 0.15%*

* Industry Standard: CTR .10 Source Point Roll
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SITE BY SITE PERFORMANCE

MONTANA Spark

Flight Dates 10/15 - 3/15
Report Dates 10/15 - 3/15

MUNICATIONS

Discovery 6,022,500 6,939,555 115.23% 15,855 0.23% 1,671
National Geographic 7,663,500 9,015,280 117 64% 19,384 0.22% 4 386

Trip Advisor 1,490,000 1,892 532 127.02% 3,268 0.17% 15,104

Yahoo! 11,060,154 14,948 848 135.16% 22,705 0.15% 10,995

Travel Channel 2,955,313 3,213,273 108.73% 4416 0.14% 3,821

Ski & Skiing 3,200,000 5,133,649 160.43% 5433 0.11% 2,626

Away Network 2,753,360 2,625,125 95 34% 2,635 0.10% 4810
Matador 2,400,000 2412459 100.52% 2,387 0.10% 983

How Stuff Works 1,572,500 4,304 680 273.75% 3,736 0.09% 1,750
Freeskier & Snowboard 3,820,000 3,122,582 81.74% 2,263 0.07% 1,045

[ CampaignTotals [ 42937327  53607983| 12485% | 82082 | 0.15% | 47191 |

Dart Reporting
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CAMPAIGN HIGHLIGHTS: NAT GEO
Nat Geo Sweepstakes & Microsite -
+ Sweepstakes:
— Total Entries = 20,143
— # of Opt-in's "to receive more info" = 3,938
— # who have visited Montana before = 5,326
— # of Referrals given = 1,834

+ Microsite:
— # of Page Views = 135,501

— Average Time spent on the entire microsite =
3:12 minutes
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CAMPAIGN HIGHLIGHTS NAT GEO

Nat Geo Sweepstakes &
Microsite

+ Consumers spent on average 2:30
minutes with the brand on the Entry
portion of the site

— On the high end of the NG standard
range of 1:40 — 2:30 minutes

+ Over 30% of consumers referred to
the promotion by a friend came and
registered for the sweepstakes

— Average NG metric range of 8%-24% is
for a sweepstakes program

— We beat the NG average!
+ Overall above-average performance
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CAMPAIGN HIGHLIGHTS: Dig@torial

+ Winter demo: http://demo.pointroll.net/content/demos/
kKhuyen/Demos/manvswild/manvswild.html
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CAMPAIGN HIGHLIGHTS:

+ The dig@torial out
performed standard
media and engaged
consumers

+ Statistics:

— 0Of 174,533 ad
expansions, 3.8%
interacted with the
Montana branded
panel

THERE'S NOTHING HERE

No lifts. No tracks. Just a logondary pnch that

IFHERE o N\.}lnll‘c\llA

Nothing but Yellowstone and Glacier Nati
fifteen storied ski hills and nearly thirty million

of forests tucked in between.

While many know Montana for our downhill powder
pursuits ranging from amenity-laden resorts to down-
home, mom-and-pop ski mountains, there’s no reason
to limit your experience to just those. In Montana, any
ski area is close to untouched backcountry stashes

and the rich wildlife viewing opportunities of two =
national treasures, as well. Not to mention a bevy

of local cafes ready with hot cocoa and an order of
warm berry cobbler.

YELLOWSTONE
NATIONAL PARK

For other winter adventures visit

WINTERMT.COM
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CAMPAIGN HIGHLIGHTS: Dig@torial

Dig@torial Performance:

Interaction Avg Brand
Publisher Interaction Time Panel CTR
Rate
(Seconds)
Discovery.com 6.023% 35.376 2.575%
TravelChannel.com 8.220% 33.879 4 627%
HowStufforks.com 4 205% 41455 3.271%
Total 6.076% 35.895 3.511%
Comparative PointRoll Benchmarks:
Interaction Avg Brand
Vertical Interaction Time Panel CTR
Rate
(Seconds)
Travel & Tourism Vertical 5.620% 17.900 1.700%
Travel & Tourism Vertical -
ads wiaudio and forced video .r2e 15500 2210
General Rich Media -
ads wfaudio and forced video 2-fal 12620 14

Interaction Rate
8% Higher

Brand Interaction
Time
100% Higher

Panel CTR
106% Higher
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SITE TAKE AWAYS: YAHOQ!

+ Yahoo! behavioral targeting was a
high performer for most placements

— Yahoo! Network Travel BT over
delivered by almost double

+ CTR appears highest for 300x250
placements across Yahoo!

— Y! Travel Montana Destination Guide
300x250 was the best performing
placement for Yahoo! with a CTR of

@ official Yahoo! Tournament (11.00 PST, 25 Nov 2009)

i YAHOO!, TRAVEL

+ Travel endemic placements performed | Plan your rp & ind great deast
the highest ettt :
+ Yahoo! collected 23% of total post LLH‘?% «
impression activities as the second SR

Today's Picks for You

Traveng from Palo Alto, CA  Change Lecation »

highest performing property

Las Vegas, NV »

Today's Dealst

M O N TA N AOfﬁce of Tourism, Department o



SITE TAKE AWAYS: DISCOVERY
NETWORKS

+ Dig@torial performed extremely well on
Discovery, Travel Channel & How Stuff
Works

+ Pre-roll video garnered impressive CTR
averaging 1.0%

+ Targeted media for destination channels
and travel were also high performers

+ ROS 300x250 highest CTR in comparison |88 ‘ | [
to other standard placements R R |

Runway Moms @

Luvs stands
for, ulfra leak
profection.

TV SHOW:
mm No Reservations
ions

Ghost Adventures Live k This
Friday!

Adventures Live
Explore This Big Bizarre World

o
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SITE TAKE AWAYS: NATIONAL
GEOGRAPHIC

+ One of the highest performers in
terms of average CTR across all
properties at 0.22%

+ “Experience Montana” Microsite
delivered high CTR at an average
of .83%

+ Video pre-roll ROS and Travel & -
Culture performed very highly, over- m——
delivering on impressions and
garnering CTRs over 1.0%

+ Traveler Magazine rotation not as
successful as expected

— Slightly under delivered with a lower PR

CTR than average of site S

Hwve

Eest of
Adverture 2006

This Month's Hightigins

o of 1
Cha
Tt e 1oy

$ * e
(LR
e

. s
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SITE TAKE AWAYS: MATADOR NETWORK

+ Delivered in full in terms of guaranteed
impressions

+ Lower site average CTR of 0.10% in
comparison to campaign average of
0.15%

+ Both placements, 300x600 and
300x250, performed relatively similar

THERE'S NOTHING HERE |

Nothing but millions of acres of
untracked powder and 16 storied ski hills.
wintermt.com

#MusicMonday: The Best Daytime
Parties at SXSW Music 2010

03/15/10 8 Print This Post No Comments  Written by Tom Gates

View full list of RSS feeds

Jump To Category:
Digg submit  [J) Yahoo! Buzz Pswmolett & 7 [EII C3 ShareThis 5 4 &  subme |_A Note from the Editor(s) (1 (view)

MONTANA'S G
YELLOWSTONE COUNTRY

M O N T A N A Office of Tourism, Department of Commerce ¢ June 2010
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SITE TAKE AWAYS: TRIP ADVISOR

+ Montana Destination Pages
inspired the highest CTR

— 728x90 trumped even the
300x250 for this site across all
placements

+ Western Ski Destination

placements performed well

+ The TA/Virtual Tourist/TravelPod
network rotation placements had
a lackluster performance, under
delivering with lower CTRs

+ Montana Fixed Sponsorship
(Montana destination overview
pages) garnered highest CTR
for the property at 1.60%

M O N T A N A Office of Tourism, Department of Commerce ¢ June 2010

MONTANA

WINTERMT.COM

Los Angeles Travel Guide
virtual =
R'Toumsb =

| Destngtions || GO!

alifornia » Los Angeles

Los Angeles Hotels
Real reviews from real travelers.

Plan a Los Angeles vacation with reviews,
tips and photos posted by real travelers
and Los Angeles locals.

Los Angeles Map

Best Los Angeles Travel Deals

You Deserve To Be Pampered, Try Our Fine Luxury
Packages From $395/nt

& Your TripAdvisor | Signin | Register Now! | v S8

trlpadwsor

get the truth. then go.

Search Q|

OverfDmillion traveler reviews & opinions!

old pics hehe
by machomikemd

Things to Do in Montana

Hotels in Los Ang

Real rev:ews rates
N :

Home = United States - Montana (MT)

Things to Do in Montana

v Montana Tourism
Hllton Lc Ange

Marriott Los Anl Montana Hotels

Vacation Rentals

Flights to Montana

i Choose your destination

Select one of our most popular destinations from the drop-
down, or search for another city:

COPNONAWNK

-

More On Montana
Travel Guide Popular destinations
» Wite yourow ~choose-one-- v
Things to Do

Things To Do in L{ PRESEES Search
What to do while trd 6o |
1. Jm crsvl Studi Map
2. Gra : Phot : ;
3. Getty Museum e, Attractions by city
Videos
SRl Foies 1200176 «[1]2)3]»

Sortby [ Populanity ¥ | [ Alphabetically |

Montana Deals Best Montana Travel Deals

Discount Hotels Glacier National Park attractions - Montana A o
gr.mg; y g s
et t Montana ticket sale services.

Hotel & Air e
otel & |I'Y‘ 1mmel&lseaoerw

Missoula attractions - Montana
All Travel Offers

Interested in Montana?

Billings attractions - Montana

Helena attractions - Montana

i now. 1-800-439-915.

Well send you updates with

the latest deals, reviews TR
and articles for Montana West Yellowstone attractions - Montana Hobduytar

each week 6397

i
n Book oﬁne or cal §77-270-

. Great Falls attractions - Montana
Enter your emad




SITE TAKE AWAYS: AWAY NETWORK

+ Delivered slightly under overall e
0 away.com ; MONTANA ‘ )
guarantee at 95.34% S "
+ Destination Content Targeting (MT,

ID, WY, ND, SD, OR, WA ) did not
garner expected traffic at 82%

overall delivery, dragging down total
delivery for site

— However, destination specific
placements had the second highest
average CTR of the site at 0.12%

+ Travel Section 300x250 and 728x90 |
garnered highest CTR of the site at =
0.20% and 0.15% respectively

+ 728x90 placements were the

highest performers in terms of CTR

— Possibly due to below the fold
placement of 300x250s
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SITE TAKE AWAYS: SKI/SKIING

+ Ski & Skiing Travel Section
Background Skin delivered
extremely well, collecting nearly
four times the guaranteed
impressions

+ SkiMag placements averaged
a CTR of 0.10% S :;:.:;;;t1.° =
— Both 728x90s and 300x250s — m -
performing roughly the same with v § A e
in regards to CTR B ldf:; S""‘:"*’::B Dt
+ While site over delivered in PR
terms of standard media, = ’ pEsee s
e-blasts did not garner as many ; ' -
impressions as guaranteed

Zs8
<
=
=z
O
=
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SITE TAKE AWAYS: FREESKIER &
SNOWBOARDING MAGAZINE ONLINE

+ Snowboard Mag ROS 3
placements did not perform N
. . Home Stories Vidcos Photos  Member Directory The Magazine Events 2010 Online Buyer's Guide  Store  Subscribe
We”’ under dellverlng by Featured Video: On the Couch with Sath Morrison Part 1 7. PoSt Your Own Videos 5 View More Wiceos g ¢ N
almost 35%, hence dragging e [N T

ir:
fdeo Langh: 1:47

down the overall delivery SR MONTANA

+ FreeSkier TV pre-roll, video
podcast & SBTV pre-roll over
delivered by an average
16.8%

M O N T A N A Office of Tourism, Department of Commerce ¢ June 2010
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CREATIVE PERFORMANCE BY SIZE

MONTANA SECTION SPONSORSHIP

DIGITORIAL 0.28%
300X250 0.19%
160X600 0.11%
SKIN 0.11%

728X80

+ Premium Video captivated audiences and lead to very strong CTR across
Discovery and Nat Geo

+ Montana themed sections of Nat Geo and Trip Advisor delivered strongly
possibly due to contextual relevance

+ 300x250 Units delivered significantly stronger than other traditional units,
perhaps because of better ability to convey picturesque scenery within a
traditional frame
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Creative Performance by Type

+ Visually striking images of

National Parks and Wildlife
Creative Grouping CTR Performance out perform even

expandable advertising

0.25% + Niche Ski and Snowboard
creative seem to only
resonate with a select
audience, causing the CTR
to dwindle

+ Co-op CTR are also
smaller in comparison
though over perform the
industry standard of .10%

0.20%

0.15%

0.10%

Creative Group Total CTR

Glacier Subtotal: 0.21%

Yellowstone Subtotal: .219
0.05% el

Wildlife Subtotal: 0.21%

Expandable Subtotal: 0.18%

Ski Subtotal: 0.12%

0.00%

Glacier  Yellowstone  Wildlife Expandable  Ski Subtotal: Co-op Snow board Co-op Subtotal: 0.12%

Subtotal: Subtotal: Subtotal: Subtotal: Subtotal: Subtotal: Snowboard Subtotal: 0.07%
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ACTIVITY BREAKDOWN BY SITE

H Activities [ Impressions
\‘ =

Trip Advisor 0.80%

Away Network 0.18%
Travel Channel 0.12%
Yahoo! 0.07%

Ski & Skiing 0.05%
National Geographic 0.05%
Matador 0.04%

How Stuff Works 0.04%
Freeskier & Snowboard 0.03%
Discovery 0.02%

+ More focused Travel specific informational sites lead the pack in producing maximum
activity post click on VisitMT.com leading us to believe that users more actively seeking
information related to travel and destinations may be found on travel specific sites

+ Discovery and Nat Geo rank low on inspiring activities, though special units on these
sites allowed users an interactive experience of the brand without having to actually
click through to explore and learn about Montana

+ More Niche sites related to winter sports may have resulted in less activity due to a more
limited audience that may or may not consider Skiing or Snowboarding as an activity
they would like to participate in
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ONLINE OPTIMIZATIONS

Rely more heavily upon 300x250 placements to inspire more site traffic to
VisitMT.com

Avoid newsletters and e-blast as means of mass reach
— Pursue as added value only
Continue to pursue behavioral targeting within network buys

Refine focus to more contextual travel and Montana specific areas of partner
sites

Opt outs: Traveler Mag placements; Matador Site Placements; Snowboarding
Site Placements; Trip Advisor Network (Virtual Tourist & TravelPod)

Pursue more skins and site takeovers where available

Front load winter flight with heavier weight in October-December
— Possibly start flight one monthly prior in September

Continue focus on wildlife and natural park scenery in creative
— Less of a nod to ski and snowboard related creative

M O N T A N A Office of Tourism, Department of Commerce ¢ June 2010



Winter 09-10 Recap Report

DIGITAL SUMMARY
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WINTER ONLINE: Summary

All sites successfully drove traffic to the site, at or significantly above the standard

benchmark, with an overall campaign CTR average of 0.15%

« Large majority of partners meet or exceed CTR benchmark of 0.10%

» Discovery and Nat Geo more than doubled the standard CTR and Trip Advisor, Yahoo, and Travel
Channel also outperformed at roughly 0.15%

» Freeskier/Snowboard and How Stuff Works underperformed at 0.07% and 0.09% respectively

Campalgn delivered 100% in full by campaign end date of 2/28
Discovery and Travel Channel run through warm season which accounts for their lower delivery rates
« How Stuff Works significantly over-delivered due to the success of the Dig@torial
» Freeskier/Snowboard under-delivered by 19%
» After excluding Discovery and Travel Channel guarantees (which include WS placement), campaign
over-delivered at roughly 120% of total guaranteed impressions

High-profile executions, such as the Dig@torial & the Nat Geo microsite, exceeded industry
standard benchmarks and provided MTOT with an abundance of brand interaction time

« Consumers spent an average of 2:30 with Nat Geo microsite and 345 hours viewing videos on the
Dig@torial

Office of Tourism, Department of Commerce ¢ June 2010



WINTER ONLINE: Summary

Trip Advisor continues to lead the sites in generating the large majority of post-click and

post-impression activities, followed by Yahoo!

*82% of total activities led consumers to the Exploration and Travel pages of visitmt.com

*The lower amount of post-click activities on Discovery sites may be due to users getting most of their information fill via
the Dig@torial that lives on the site

*It seems that sites targeting users further down the purchase funnel (i.e. Trip Advisor / Away Network) are garnering the
most thorough exploration of visitmt.com (per impression served)

Expandable banners generated nearly 18,000 consumer interactions with interaction rates

meeting industry standards
* Expandables are not garnering the best overall banner CTR in comparison with visually striking static ads because
consumers are engaging with an interactive brand experience without having to click through

Discovery/HSW/Travel Channel Dig@torial was a ground-breaking execution for both

MTOT and the site partners

*174,533 people have expanded the Dig@torial and interacted with Montana

*The Dig@torial has more than doubled the industry average CTR to visitmt.com (vs Pointroll benchmarks for this type of
ad unit)

*Users have spent 345 hours viewing the 4 high-def videos

*Interaction rates with the unit are 44% higher than the Travel & Tourism industry average and Brand Interaction is 132%
higher

*The highest video completion rates were achieved by the MTOT supplied video (may be due to shorter video length)

Office of Tourism, Department of Commerce ¢ June 2010



Winter 09-10 Recap Report

PRINT OVERVIEW

M O N T A N A Office of Tourism, Department of Commerce ¢ June 2010



PRINT OVERVIEW: Approach

+ Focus consideration set on top 3 categories (Airline, Outdoor
Recreation, Travel)
— Use targeted publications that fit within the mindset of travel/activities
— Cost of running wide variety of categories is too high for budget
+ Spending budget with a few core publications will allow us to
maximize our presence and added value opportunities
— Will also consider potential for a small schedule in additional related publications

M O N T A N A Office of Tourism, Department of Commerce ¢ June 2010



PRINT OVERVIEW: Partners

+ Travel
— Aruthur Frommer’s Budget Travel
— National Geographic Traveler

+ Airline
— Delta Sky

+ Outdoor Recreation

— Backpacker
— Outside
— Skiing

M O N T A N A Office of Tourism, Department of Commerce ¢ June 2010



PRINT OVERVIEW: Media Budget

+ National Print, MTOT: $259,555
+ National Print, Co-op participation: $0

R / - ) S—— A\ \ :
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Budget Travel 1 $24,261
National Geographic Traveler 1/2 Page Spread 2 $80,200
Delta Sky 1 $20,000
Backpacker 1 $15,000
Outside Sproad 1 " $91,094
Skiing 2 $29,000
Print Total 8 $259,555




Winter 09-10 Recap Report

PRINT DETAILS
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PRINT ADS

Arthur Frommer’s Budget Travel:
+ Circulation: 675,000

Size: Full page

Issue: Dec/Jan

Editorial Content: Road Trips

Position: Page 42, LHP,
Opposite Road Trip Section

+ + + +

Oahu Exposed

Beth Cotes fish:
Nemadim vkmaty ¥ mqw s on the

Whitatish, Montana

w\'\'l
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. . | . .&.',"' & MONTANA
Nation Geographic Traveler: Y ONDERiND N

+ Circulation: 715,000
+ Size: 72 page spread
+ Issue: Nov/Dec
+

Editorial Content:

Winter Sports Section

Position: Page 90-91,

opener to “Winter Sports” section

+

. '\’\;‘&,,‘ b ke
N & pidl o !’ ‘\ ‘

THERE'S-N@FEING HEME

Just like yesterday. You skied all day. Came back to the remnants of a fire,
sat down and took your boots off. It feit warm inside the cabin. wWarmer
once wine had been served. Dinner can wait. Last night's experience
says the light will hit the mountains for only a fow minutes and it’s best

enjoyed simply. M O N TA N AWINTERMT.OOM

4 ‘q“‘ bl ™™ o
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PRINT ADS

Nation Geographic Traveler:

+

+
+
+

+

Circulation: 715,000
Size: Full Page
Issue: Jan/Feb

Editorial Content:
Annual Photo issue

Position: Page 15, RHR,
opener to “Smart Traveler” section

THERE'S NOTHING HERE

Nothing tut & holg in the ground Siod with walir. Water that traces its Source back 10 an
undanground workd. All round you e Lnimilar SgNes and sounds. No one is asking. “What's
neoct, when wil wi 00t T Yalowsiona &8 st dflannt this Sme of pear. Robert Frot asked,
e orloa You say Why notbce” |t () N T A N AVISITMT.COM
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PRINT ADS
Delta Sky:

+ Circulation: 615,000

Size: Full page

Issue: December

Editorial Content: Special Ski Section

Position: Page 116-117, RHR,
advertorial spread within “Sky” section

+ + + +

U’r"’? Whitatish, Montana

s - U
o VRN
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PRINT ADS

Backpacker:

+

+
+
+

+

Circulation: 340,000
Size: Full page
Issue: November

Editorial Content:
National Parks Feature

Position: Pages 28,
(advertorial, LHP) & 29 (brand ad, RHP)

i -’-éau";vsm WINTRY WHIM

THERE’'S NOTHING HERE

Nothing tut & haolg in he ground Siod with walir. Walter that traces its source back 10 an
undanground workd. Al around you & uniamiliar Sights and sounds. No one is asking, “What's
neect, whien will wi 0ot Tan 7" Yalowstona i just dffanent Tis Sme of year. Robert Frost asked,
“Fre or koaT" You sy, Wy ot \ A () N T A N AVISITMT.COM
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PRINT AD
Outside:

+ Circulation:
675,000

+ Size:

Spread ”,,:“;mm:;m;gmgm womrer NN
your s Sy v et MO NETAINS:
+ Issue:
November

+ Position:
Page 4 & 5 with
TOC on page 6

n

-~
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PRINT ADS
Skiing:

+ Circulation: 300,000

+ Size: Full page

+ Issue:

— November, January
+ Editorial Content:

— November: Best Destinations Expose | ;

— January: Extreme Road Trips

+ Position:

— November: Page 83, within Turner
Mountain Montana feature

— January: Inside cover (added value)

THERE'S NOTHING HERE

Al Bast nothing Thal you recogniss Fom this word. Nothing but snow-covenad
ghosts guarding & Bgendary pich. A enascags of whits that pushes you up
ANd CRITIEG yOu COowN. A COupks Mare rung, and you'll De readly ©or he teveen.
Tham's Somathing about & warm Dar aMar & day In e cold that acds & far
Maasus of cokr 10 the S10Mks. ) T A

s M 0 '\4 A \4 H\MNTERMT.COM
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PRINT: Advertorials, Added Value

Nation Geographic Traveler
+ Circulation: 715,000
Issue: Nov/Dec
Position: Page
90-91, opener

to “Winter Sports”
section

| 45 :u 1oy o nnxlu hekriew

WINTER

Yelowatons Nrticas|
Park.

Grab your gear and pockyalbq—ﬁ‘&vnm:mme nlhe Laoft Bluabirc duy st

mountains! From skiing,
galleries, and mchecwntr)’s hottest winter dsmmnns are callingyour name. There's
something for everyone, so come out and explore the bounty of Amesicas winter playground.

g £

THERElo NOTHING HERE

iy A k»w ml'mn:a and it's bo-l

0
the light will iz

anjoyed simply r\ﬂ O N TA N AAIVTERNT("‘N

the m
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Bi&on, dit, 3nd oFer humdiing ovatues
Wintry Whims

Pospie often think of S0a8ng Srough
Oeep powder 3t one Of tha 1A 16

90 vas—yst the options for wintry
@parkncas In Montana a0 a5 vast a1 he
Recky MORGIn RAGICaps 3nd e big
Blus 3bove. Stapon 3 pal of mowihoes
O Ghe O eNCIE-CoUNTY St Musha
wamof siad dogs of by 10me off-19310n
fyfiing, followsd by 2 103t none of the
RIS ImEROs raburdl hot springs.

Natural Majesty

Tp 0 Vllowsions National Parks winter
Snangy: Wedch warld-famous geysars and
Dutising hat 3pots againit 3 badarepof
Paiding whie. Or arder InD T soltds
of Giader Nationdl Park 10 Winess S7Ow-
Soued peati—nowonder ity caled e
Cown of the Contiremt”

Altitude Adjustment

Folis hara have fun e Solddrg n e
Mow—whathér sioling Cown ane-of
Montanah classic maln et maotng
Up WIth 3 few friendly local, resting
out that parfect steak, of stainginan
off-tha-Deaten-pam log catin Come
10 Monkana and engage n 3 unique
winter sovenaua.

Visk singerme. com formon I ormation
on wiater acthieies in Montina.




PRINT: Advertorials,

Delta Sky:
+ Circulation: 615,000

+ Issue: December

+ Position: Page 116-117, RHR,
advertorial spread within “Sky” section

‘09—"10gK! DESTIN
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PRINT: Advertoria

Backpacker:
+ Circulation: 340,000
+ Issue: November

+ Position: Pages 28,
(advertorial, LHP) &
29 (brand ad, RHP)

Uﬂ-*b-ﬁ“h.hﬂ DeFy's Spang Creek, ot ek of Yelowatore, or fhe Gl

The chadenge o whes Rver and Moorioht B Fesorts.

© ant Cave some dndh&&* _'-n---*_..
i, g on » per of snowoboes o s oF on oa curty aDO0SA: F you s semkng pescehd scenery, 3 rore fue
shix Wit » By re, meah & e of sled doge or check ot 30 dormetens of goomed cm-country tads at bk Walte

33 peng. Oream big—the cholom e a3 vaat s Weraras hmh-&dhuﬁ.l&--
larchcape & apestecude poeioence, Backoourty tun s sho ofiored ol
Adverturas on 00t To ey f due pace of & Movra z‘lm-‘—!—'—'ﬂ-"-"
“-.—aqﬁ-—bi-ﬂ e caboose with x by equpped kichen.
i Velowstore Natorad Pk This gkl cinb o0 2 groomed M““'ﬁ"-*d
vews of & 130-loct fromn waterkdl o fe saperg
I-‘i-b-hhs-i-—dhb—hb-_lr by nowcat in Sehe ster S Fomt oot o Wirisioh. L
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Hop 08 2 Siod With husky powar: Nat b bom Yidow sore gu- arer, adergrg cuim e bl
&-d hr-m-hup- _bwh.hhdhﬁ-&
-y-ul-l- Y T — (X7
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‘du‘-*‘h“hhﬁﬁu m a‘ﬁh- ke oo & fe
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For more information on booking your Montana vacation, visit www.wintermt.com
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PRINT Adverto 1nle Ar~|r~|or~| \ /Al

pest items!
eﬁﬁot\s

Skiing:
+ Circulation: 300,000
+ Issue: January

BIG SKY RESTRT

Sky Resort is home to the Biggest Skiing in America® with neighbori
li'.sgoﬂk,yo"erng over 5,500 acres of lem'l?on three mountains. t?cded?l?
southwest Montana, just down the road from Yellowstone National Park,
Big Sky offes wodd-dasstenvnabdmmdedslopes Kids 10 and under,

BIG SKY always ski FREEI

MONTANA BIGSKYRESORT.COM - 800-548-4486

MONTANA Nkz:ogs lhbulbj.o[longihl Nothing but millions of of
o at the bar. ines. ing but millions of acres
powder and 15 different ski areas, each with a warm tavern to maich the story.
Sure,yo:;:uldcomeforﬂlededsbulthepowdergmdone\mllbewoﬂhﬂn

price of
WINTERMT.COM

Nature Valley NASTAR 2010 - New NASTAR Open Events!
* Midwest Nature Valley NASTAR Open, Crystal Mountain, MI - Jan 9-10
« Eastern Nature Valley NASTAR Open, Windham Mountain, NY - Feb 67

loohng for some excitement this winter? The Nature Valley NASTAR Open
ski racing compefition that is open to the public. Participants will
ave the chance fo meet, moewld'mnwnfhﬁwrhme Olympian and NASTAR
Pue&eﬂer, AJ Kitt. Overall winners will win FREE entry to the Nature Valley
NASTAR National Championships in Winter Park, CO March 25-28, 2010.

Entry is limited to the first 400 racers. Register online ot NASTAR.com

(VIO
HINASTAR
S T—

oueck oo § HIINGIMAD COM ron more eaenr s
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2010 WARM SEASON NATIONAL & KEY MARKET

CAMPAIGN UPDATES
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CAMPAIGN UPDATES

+ FY10-11 Montana Tourism Strategies deck

+ Overview of current campaigns & creative samples at
www.travelmontana.mt.gov/ConsumerMarketing

+ NATIONAL: Special sections in The New Yorker, National
Geographic Traveler, and Audubon

+ KEY MARKET: Images of out-of-hnome placements, radio
spots, online banners
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KEY MARKET

+ Out-of-Home

+ Radio

+ Online

+ www.travelmontana.mt.gov/consumermarketing
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2010 WARM SEASON IN-STATE CAMPAIGN

GET LOST (IN MONTANA)

M O N T A N A Office of Tourism, Department of Commerce ¢ June 2010



WARM SEASON IN-STATE CAMPAIGN

+ Execute an in-state campaign that encourages travel
throughout Montana by Montanans
— Glacier National Park
— Yellowstone National Park
— Montana’s High Plains

+ Target audience: Montanans
— Variety of activity levels and interests
— Very passionate about the state

— Share a fervent desire for open spaces, room to breathe, spectacular
scenery

+ Timing: April — September
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CAMPAIGN OBJECTIVES

+ Build awareness of what Montana has to offer to
Montanans

+ Increase travel in Montana by Montanans
+ Maintain momentum for Montana’s High Plains
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2010 IN-STATE CAMPAIGN

THE CONCEPT
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“People travel to faraway places to
watch, in fascination, the kind of
people they ignore at home.”

--Dagobert D. Runes



GET LOST

AND FIND YOURSELF
THIS SUMMER

IN MONTANA.

GET LOST.

(IN MONTANA)




CAMPAIGN COMPONENTS
GET LOST

Website + Radi Experientia
Incentives 4gio 1 Art Show

Red
Green
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GETLOSTMT.COM

+ Cornerstone of the in-state campaign

+ Increase awareness of what Montana has to offer by
collecting new user-generated content through an
incentive-driven forum

+ Inspire and encourage consumers to “hit the road” and
then share their experiences
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GETLOSTMT.COM

+ Website features include:

+

+

+

An interactive, online gallery of stories and moments that relate to
locations within Montana

Users can explore, contribute content and lay claim to locations

Submitted content includes written word, photos, video or a
combination of all of these

Features an interactive map that allows searching and browsing of
other people’s stories

Showcases travel ideas for each Montana region
Allows sharing of stories through social media applications
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GETLOSTMT.COM

+ Incentives to share stories include:

+ Grand prize: Win a Montana Dream Trip for submitting your MT photo,
video and/or written story

Secondary prizes: 3 free iPads

Kick-off incentive: First 100 submissions receive Get Lost T-shirt
Ongoing incentive: Two free T-Shirts given away weekly
Sweepstakes ends mid-September

+ + + +
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DRIVING TRAFFIC TO
GETLOSTMT.COM

+ Media: Total Budget = $237,737
— TV: $110,999
— Print: $106,411 (MTOT: $62,264; Co-op Partners: $44,147)
— Radio: $20,327

+ Placement in five media markets
— Billings, Butte-Bozeman, Great Falls, Helena, Missoula

+ Timing: April 1 — Sept 12
+ T-Shirts and bumper stickers
+ Traveling Photo Display
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NEWSPAPER + PUBLIC RADIO + TV

TRADITIONAL MEDIA
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-

IN-STATE OVERVIEW-PRINT ANLC
RADIO

+ Newspaper

— B/w, 1/16, 1/4 and 1/2 tabloid ads and classifieds will run in the
main dailies.

— Purpose is to get Montanans to travel that week by giving them
information on something to do/somewhere to go; they will be
driven to the website for more information and ideas.

— Co-op partners can include their information and a unique URL/
landing page will be set up for them based on their information.

+ Radio
— Yellowstone Public Radio and Montana Public Radio.
— Drive traffic to website for more information.
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NEWSPAPER

+ 24 consecutive weeks of newspaper ads.
+ Once-weekly runs will include an ad in all of the following
newspapers:
— Great Falls Tribune (Sunday-Travel Section; Tabloid)
— Missoula Independent (Thursday)
— Bozeman Daily Chronicle (Thursday-Travel Section)
— Daily Inter Lake
— Montana Group (Sunday & Thursday)
 Billings Gazette (Sunday-Travel Section)
» Butte Montana Standard (Sunday)
« Hamilton Ravalli Republic (Thursday)

* Helena Independent Record (Sunday)
» Missoula Missoulian (Sunday)
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GET LOST

(IN MONTANA)

A
W

April
anth

NEWSPAPER MONTANA
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GET LOST

(IN MONTANA)

Win the experience of a lifetime
at getlostmt.com.

FOUND IN HELENA:

Find out more at www.helenainstitute.com

NEWSPAPER
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NEWSPAPER

MONTANA

SUNDAY, APRIL 4, 2010

Jndependent Record

Announcements

Lost and Found

LOST!! Male gray tabb:
uneven white socks & chests,
Lost on Upper West Side on 3/29
Please Call 406-457-8201

Announcements

|

FREE 7 yr old orange Tabby named
Flutfy, needs stable home He, lots

of treats, and good loving family.

For questions please call Montana

Announcements
BIG SALE 25-75% OFF
REASURE BA)

Gifts & Consiggffients
1018 W, Custes’Ave. #13

(& Qe Mu
Open Fri./Sat. 10am-45m

Easiér Gift Baskets'
om 3ivd premade Qift haskets

or alyoccasions: holidayibirth

LXX3
AA-MONTANA
1-888-607-200)

www.aa-montanaiorg
“If you want to drink, Pats
your business.
I you want to quit th
ours.”

Veterinary and General

alico Female Cal
Really Big Green Eyes,

L Bhst Seen on 0331 at Clark &
Prickly Pear in E. Helena,
REWARD!!

Please Call 202-4605 w/ Any Info

Care at 449-3539
FREE to good home male 6 yr old

neu. Chow/Lab mix. Great with
other animals and children.
533-9822

REE GUIDED TRAIL RUNS

It's time 1o hit the trails.

LOST: All desire to
eat tofu (even fried).
While driving from
Judith Gap to Eureka.
FOUND: A steak cut
thick as a baseball

at that place in Fort
Benton that cools its
beef in an old bank
vault. And found the
wild Missouri pretty
much as pretty as
Lewis and Clark de-
scribed. REWARD?
Find out at www.
getlostmt.com

5 miles 3-4 days a week
rfun2009.wordpre:
, House Cats & Ba
ready May
Il spay
vet checked. Al
fate homes

| Adoption Applications re-
quied. WCC: 459-8960 or
439-3106

Cleary Kids Twin M: s ok for
cushidn target pra lawn boy
lawn @ower D-Series from 1970's,
Ligt§ Tought New Starter, Bag
POF, Jlaint and take Down Manuals
(gPmpression 2), Orginaly
50's Simi s Hide-A-Bed
Npeds re-upholstring, mattress in
good cond. Call 442-

OLDER air conditioner. Missing
front stop. other than that

LOST! 2-3 Year old Brown F,
Shepard Mix. Last Seen Sygfiay

28 n in bozeman, th 1o be
aded na.
NOT A ACHABLE

LOST purple Nike duffle bag

@ Call 240-0787 with any info.

runs good.
504-04444

FREE: Pallets. Can be pick up

behind CED @ 1409 Birch St

we |
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YELLOWSTONE PUBLIC RADIO STATION READS

PUBLIC RADIO SPONSORSHIP &
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TELEVISION

TRADITIONAL MEDIA
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SWAG + RETAIL + POSTERS + EVENTS

ALTERNATIVE MEDIA
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T-SHIRTS
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BUMPER STICKERS — FRONT SIDE

GET LOST.

(IN MONTANA)
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BUMPER STICKERS — BACK SIDE

M O N T A N A Office of Tourism, Department of Commerce ¢ June 2010



GET LOST (IN MONTANA)

RETAIL PARTNERSHIPS
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TRAVELING PHOTO DISPLAY

+ Create traveling art show of Montana photography

+ Display at existing venues including:
+ Farmers markets, National Folk Festival, etc.
+ Final locations TBD

+ Hand out free bumper stickers at traveling display
+ Entice people attending to submit their Montana story

+ Looking for volunteers & events to man display throughout
summer
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Thank you.

This presentation will be available online at:
www.travelmontana.mt.gov/research/staffpre.asp

Or Contact:

Katy Peterson
Consumer Marketing Manager
Montana Office of Tourism
kapeterson@mt.gov
406-841-2870
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